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Abstract 
After travel restrictions had been lifted at the end of the cold war, many Russians started journeying to the beach resort ci ty of 
Pattaya in Thailand. For the Thai tourism industry to prosper and take full advantage of the Russian guests, it is vital that they 
understand these foreign customers. Hence, questionnaires were distributed and subsequently examined using factor analysis 
scores in a multiple linear regression model. To ensure that future Russian visitors will be content, it is recommended that the 
Pattaya municipality address the untreated waste water issues and ensure that food hygiene standards are strictly adhered to.  
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1. Introduction 
The Cold War, primarily between the United States and the Soviet Union, lasted from 1947 until 1991. During 
that period, Russian tourists were allowed to travel to a limited number of Soviet-approved countries such as China, 
Turkey, Poland, and Finland. By the time the Cold War had ended, these four countries were receiving 
approximately 80% of Russian travelers. In 1994, however, after travel restrictions had been lifted, these countries 
accounted for only 15% of Russian tourists (Gluckman, 1995). Russians were free to choose their destination and 
many set their sights on the beach resort city of Pattaya in Thailand. Pattaya is located on the east coast of the Gulf 
of Thailand, about 130 km southeast of Bangkok. 
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In 2007, Thailand and Russia signed a visa waiver agreement whereby Russians would be allowed to enter the 
Kingdom of Thailand having just a standard tourist visa. Since then, the number of Russians that have come to visit 
Thailand has simply exploded. Between 2007 and 2011, the market share of Russian tourists rose from 1.9% to 
5.3%. Over that same period, the total number of these Russian visitors had increased by 265%. (MOTS, 2013) 
A great number of the Russians that visit the Kingdom head straight for Pattaya. From 2011 to 2012, there was a 
30% increase in the number of Russian tourists in that city (Office of Tourism Development, 2013). In fact, Russian 
tourists even outnumbered Thai tourists in Pattaya last year. 
When Russians travel abroad, they of course bring their rubles with them. Large number of Russian tourists 
means a substantial amount of rubles will be exchanged for Thai baht. Clear evidence of this can be found in the 
Pattaya shopping malls that are full of Russian tourists making extravagant purchases. Research on Russian tourists 
in Pattaya is therefore essential since there is a lot of money at stake. 
1.1. Objective of this Research 
According to the United Nations Statistical Commission and the World Tourism Organization (UNWTO, 2008), 
tourism refers to "the activities of persons traveling to and staying in places outside their usual environment for not 
more than one consecutive year for leisure, business, and other purposes". Kozak and Martin (2012) found that there 
were essentially two types of Russian tourists. There were those that pursued a combination of sightseeing with sun, 
sand, sea and nightlife. This first group could be classified as recreational tourists. There were also those that wished 
to learn about the country’s history, while relaxing and enjoying the warm climate. This second group could be 
labeled cultural heritage tourists. A more precise distinction between these two groups follows. 
Recreation, an activity of leisure, is a very important component of some forms of tourism. These types of 
activities are often done for fun, meaning that they generally involve enjoyment, amusement or pleasure. Cultural 
heritage tourism, on the other hand, is oriented towards the cultural heritage of a specific location. The National 
Trust for Historic Preservation (2013) defines cultural heritage tourism as “traveling to experience the places, 
artifacts, and activities that authentically represent the stories and people of the past and present. It includes cultural, 
historic, and natural resources.” 
Having clarified the difference between recreational and cultural heritage tourism, the primary objective of this 
research can now be stated. The goal is to identify the factors that have a positive (or negative) impact on Russians 
that visit Pattaya, Thailand for the intension of both recreational and cultural heritage tourism. Understanding what 
these Russian tourists desire and what they have an aversion to is vital for the success of the Pattaya tourism 
industry. Knowing the customers is crucial for any business to prosper and this principal applies across all industries 
(Limestone, 1999). With this information, the suppliers can then provide a better service. The result is more satisfied 
and loyal customers.  
The remaining sections of this paper are organized as follows. A review of the literature is provided in the 
following section and this is broken up into two parts: 1) Russian tourists and 2) tourism in Thailand and Pattaya. A 
thorough explanation of the research methodology and the results of this study are then provided in section three. 
Finally, a conclusion to this paper is presented in the last section. 
2. Literature Review 
2.1. Russian Tourists 
The World Travel Market Industry Report (Jeffery, 2012) has highlighted the emerging nations of Brazil, Russia, 
India, China and South Africa (known as the BRICS) as the future drivers of the travel and tourism industry. Among 
the BRICS, a travel industry survey has identified Russia as currently leading the rankings for overseas travel 
(Morris, 2012). In 2011, there were approximately 54 million trips made by individuals from the BRICS. These 
tourist figures of the BRICS, and in particular Russia, give rise to an enormous opportunity for the tourism 
industries of the host countries and destinations. Synopses of some of the research on Russian tourists are given 
next. 
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Atilgan, Akinci, and Aksoy (2003) examined the expectations and perceptions of Russian tourists, in terms of 
service quality. As opposed to other groups of tourists that preferred staying closer to city centers, they found that 
Russians favored holiday resorts that were located along the coastal line. They also determined that some of the key 
issues that Russians found important were: service delivery on promises, willingness to help, trust, and confidence 
during the travel experience. 
Choi, Tkachenko, and Sil (2011) noted that in-depth knowledge of the Russian market and a better understanding 
of Russian travelers would certainly help to increase the number of Russian tourists at a particular destination. They 
concluded that Russians often obtained information about a certain destination by word-of-mouth. In addition to 
this, the Internet was another source that was frequently accessed for collecting data about a location. Choi et al. 
(2011) argued that Russians sought holiday sites with the following attributes: outstanding scenic beauty, historical 
and cultural attractions, a variety of restaurants, quality accommodations, and transportation services. Moreover, 
they verified that overall price was indeed a factor for these tourists. 
Kozak and Martin (2012) determined that Russians would prefer to travel abroad, as opposed to within Russia, 
because life is more predictable, service quality is better, people are friendlier, and they can see the world. These 
tourists seek destinations with low package prices and no visa restrictions. Furthermore, Kozak and Martin 
established that Russians like to travel to locations with nice climates, lovely scenery, good food and beverages, and 
Russian-speaking tour guides. Russian tourists are adventurous, meaning that they like to have the freedom to 
explore, the opportunity to shop, venture out on excursions, interact with the local people, learn about another 
country and culture, enjoy the nightlife, or just relax on the beach. 
2.2. Tourism in Pattaya and Thailand 
The tourism industry is one of the largest sources of revenue for the country of Thailand and plays a crucial role 
in the Thai economy. Thitthongkam and Walsh (2011), R. Henkel, P. Henkel, Agrusa, Agrusa, and Tanner (2006), 
and McDowall (2010) analyzed several factors that influence the competitiveness of the country’s tourism industry: 
  
x The Thai political situation is anything by stable and this directly affects tourism. The country faced military 
coup d’états in 1992 and 2006. Moreover, there were anti-government demonstrations and riots in Bangkok in 
2008-2009. These events certainly impacted tourism in a negative way. 
x Thailand has gained international notoriety as a sex tourism destination. HIV/AIDS is therefore also present in 
high levels and this has altered the perception of Thailand as a safe and acceptable destination. 
x Thailand has been dubbed the Land of Smiles and most foreigners find that Thai people are very friendly. The 
Thai tourism industry has unquestionably profited because of this fact. 
x Natural disasters have also influenced tourism. In particular, the tsunami that crashed into Thailand in 2004 took 
5395 lives and a large percentage of these were international tourists. 
x Improvements in the air transportation industry have brought an increasing number of international tourists to 
Thailand. Expansion of high-speed rail links and developments in road travel have benefitted land-based 
infrastructure systems, both within Thailand and to the neighboring countries. 
x Security concerns have mainly been isolated to the largely Muslim provinces in the southern parts of Thailand 
and, fortunately, have not spread to other regions of the country. 
x Traffic jams in the developed urban areas such as Bangkok, Chiang Mai and Pattaya have significantly added to 
air and noise pollution. These environmental issues are a concern for the country’s tourism industry. 
 
As noted in the introduction, many of the Russian tourists that come to visit Thailand flock to the beach resort 
city of Pattaya. Untong, Kaosa-ard, Ramos, Sangkakorn, and Rey-Maquieira (2010) highlighted some of the reasons 
that have contributed to making Pattaya a world-renowned tourist destination: Pattaya has an image of being a great 
place for amusements; it is located close to the capital city of Bangkok, hence getting to and from the capital is 
convenient and fast; the city organizes various activities and events that promote tourism, such as the Pattaya 
International Music Festival, the Pattaya Marathon, and the New Year Festival; getting to Bangkok’s new 
Suvannaphumi airport is much faster than getting to the older Don Mueang airport. Although there are several 
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factors that draw a large number of tourists to Pattaya, Untong et al. (2010) mentioned that pollution, especially 
from wastewater and oil spills, is still a concern for the city. 
3. Research Methodology and Findings 
Our research is an extension of the study that was conducted by Narayan, Rajendran, and Sai (2008). Narayan 
and his colleagues collected data by asking tourists in the state of Kerala in India to complete a questionnaire. Their 
analysis of the data revealed 14 factors that could be used to measure service quality in the tourism industry. These 
14 factors consisted of the following items: core tourism experience, culture, information centers, personal 
information, hospitality, fairness of price, hygiene, distractions, amenities, pubs, value for money, logistics, food, 
and security. We too utilized these 14 factors when designing our questionnaire. Instead of Kerala, however, we 
distributed the questionnaire to Russian tourists in the city of Pattaya in Thailand. 
This section is composed of three parts. In the first two parts, descriptions of the sampling design, data collection 
procedure, and questionnaire design are given. The third part provides a detailed explanation of how the data was 
analyzed and the results of this analysis. 
3.1. Sampling Design and Data Collection 
The beach resort city of Pattaya in Thailand was determined to be an appropriate location for distributing 
questionnaires. Pattaya is one of the most popular destinations in Thailand for foreign visitors, especially Russian 
tourists. 
The target population for this research was Russian tourists that were visiting Pattaya during March and April 
2013. The questionnaire was initially written in Thai and then two translators were employed to translate the 
research instrument into Russian. 
The questionnaires were distributed to Russian tourists at beaches, department stores, and beer bars. Of the 450 
questionnaires that were distributed, a total of 420 willing tourists took the time to complete the forms. 
3.2. Questionnaire Design 
The questionnaire was divided into four parts. In section one, the tourists were asked to disclose personal data 
about themselves. This included information about their gender, age, marital status, education, occupation, and 
monthly income.  
In section two, questions were asked in order to determine why Russian tourists were motivated to visit Pattaya, 
Thailand. The visitors were asked questions in 14 different categories, and these 14 categories corresponded with 
those that had been established by Narayan et al. (2008). A five-point Likert scale ranging from ‘very low’ to ‘very 
high’ was used.  
Section three was used to determine the places in Pattaya that Russians liked to visit. Questions were also asked 
about the period of the year when these visitors preferred to travel abroad, the modes of transportation for getting 
around the city, their travelling companions, and the place where they were staying.  
Finally, section four was used to determine the visitors’ preferences for recreational tourism or cultural heritage 
tourism. Again, a five-point Likert scale ranging from ‘very low’ to ‘very high’ was utilized. 
3.3. Data Analysis 
Having obtained 420 usable questionnaires, analysis of this data could then be carried out. This phase of the 
research involved several steps, as illustrated in Fig. 1. In step one, 14 factors that could define the dimensions of 
service quality in the tourism industry were identified. Additionally, 67 items were generated to represent these 
dimensions. The 14 factors and 67 items had been adopted from the work of Narayan et al. (2008).  
In step two, the 67 items that had been identified in step one were then examined by a panel of three professional 
experts for the purpose of content validity. This is a process in which the items were graded on the degree to which 
they did or did not measure specific objectives (Rovinelli and Hambleton, 1977). The ratings that had been provided 
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by these three panel members were used to calculate the Item Objective Congruence (IOC). The IOC was calculated 
as follows. Each of the content experts evaluated each item by assigning to it a value between +1 and -1, where +1 
indicated that the item clearly measured the objective and -1 indicated that the item clearly did not measure the 
objective. The ratings were then averaged to give an IOC score (Turner, Mulvenon, Thomas, and Balkin, 2002). An 
IOC score of more than 0.5 indicated good content validity (Laosap, Nimpitakpong, Kongkaew, and 
Jedsadayanmata, 2012). Of the 67 items, the panel of experts recommended that 11 items with IOC scores of less 
than 0.5 did not apply to the city of Pattaya. Hence, these 11 items were removed from the questionnaire, thereby 
reducing the total number of items to 56. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 1. Data Analysis: Five Steps 
In step three, a reliability analysis was conducted in order to determine the internal consistency of the 14 factors. 
Validity, as calculated in step two, determines the extent to which the instrument measures what it was supposed to 
measure. Reliability, on the other hand, determines whether or not an instrument can measure consistently. The 
statistic used to measure the internal consistency was called Alpha and was developed by Lee Cronbach (1951). 
Cronbach’s Alpha, expressed as a number between 0 and 1, is calculated using the formula depicted below: 
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In this formula, the value of N represents the number of items, c  is equal to the average inter-item covariance, 
and v  equals the average variance (IDRE, 2013). Essentially, internal consistency refers to how closely related a set 
of items are in a group. Therefore, a high value of Alpha clearly shows that the items measure an underlying 
construct. Nunnally and Berstein (1994) suggested that a Cronbach’s Alpha value above 0.70 could be considered 
reliable. Sekaran (2000) then confirmed this same threshold value. A reliability analysis was carried out using the 
SPSS software package and the results of this analysis are displayed in Table 1. All 14 factors (56 items) had 
Cronbach’s Alpha values greater than 0.70, confirming the internal consistency of the data. 
In step four, a confirmatory factor analysis was undertaken. The goal, at this stage, was to confirm that the 56 
items could in fact be grouped using only 14 factors. If this is possible, then an economy of description would have 
been attained, which is one of the objectives of a scientific investigation (Lenczycki, 1975; Taylor, 2013). After 
completion of the factor analysis, it should also be noted that minor modifications to these groupings would 
certainly be acceptable (Walker and Maddan, 2009). 
 
Step 1: Dimensions of Service Quality in the Tourism 
Industry Identified (14 Factors: 67 Items) 
Step 2: Three Professional Experts Validated the Content 
(14 Factors: 56 Items) 
Step 3: Reliability Analysis to Determine the Internal 
Consistency (Cronbach’s Alpha > 0.70) 
Step 4: Confirmatory Factor Analysis using Varimax 
Rotation (13 Factors: 52 Items) 
Step 5: Test for Multicollinearity and Multiple Linear 
Regression (12 Factors: 52 Items) 
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Again, SPSS was used as a tool to aid the study. The starting point of the analysis was a correlation matrix, 
consisting of intercorrelations between the variables. To confirm the existence of 14 factors (groups), it was 
necessary to look for variables that correlated highly with a group of other variables but correlated very poorly with 
variables outside of that group (Kootstra, 2004). In other words, it would be ideal to find groups of variables that are 
closely associated with each other, but not associated with the other groups of variables (Walker and Maddan, 
2009). 
             Table 1. Cronbach’s Alpha Values 
Factor Cronbach’s Alpha Value 
Core Tourism Experience 0.97 
Culture 0.91 
Information Centers 0.97 
Personal Information 0.97 
Hospitality 0.95 
Fairness of Price 0.95 
Hygiene 0.97 
Distractions 0.96 
Amenities 0.90 
Pubs 0.93 
Value for Money 0.96 
Logistics 0.98 
Food 0.96 
Security 0.98 
 
The Varimax rotation with Kaiser normalization was then applied to the correlation matrix. This method of 
orthogonally rotating the matrix was developed by Kaiser in 1958. The advantage of this procedure is that it 
simplifies the interpretation of the factors. After a Varimax rotation, each of the variables tends to be associated with 
just a small number of factors and each factor represents only a few variables (Abdi, 2003). 
 
A Varimax rotation attempts to maximize the following 
22
,
2
, )( ljlj qqv  ¦    (2) 
In this formula,  
2
,ljq  represents the squared loading of the jth variable on the lth factor and    
2
,ljq  denotes the mean of the squared loadings (Abdi, 2003).   
The rotation converged in 7 iterations and 13 factors were extracted using principal components analysis. 
Eigenvalues of all 13 factors were greater than one. These eigenvalues represent the total variance explained by each 
factor. 
The Bartlett’s test of sphericity was used to confirm that the correlation matrix was not an identity matrix, hence 
the factor model was permissible. Furthermore, the Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy was 
found to be 0.90, which was very high and much greater than the 0.50 minimum value. Therefore, it was not 
necessary to examine the anti-image correlation matrix. 
The factor loadings measure the correlations of the items with the factors. Comrey and Lee (1992) suggested the 
following: Loadings in excess of 0.71 are considered excellent; Loadings in excess of 0.63 are considered very 
good; Loadings in excess of 0.55 are considered good; Loadings in excess of 0.45 are considered fair; and Loadings 
in excess of 0.32 are considered poor.  
 
139 Sarunya Lertputtarak et al. /  Procedia - Social and Behavioral Sciences  144 ( 2014 )  133 – 142 
Four of the remaining 56 items had loading below 0.55 and were dropped from the study. These items were: 
Richness of cultural heritage in Pattaya; Variety of landmarks in Pattaya (e.g. museums, galleries, and temples); 
Scope for cultural exchange with the local people; and Telecom connectivity at the place of stay. It should be 
pointed out that the last two items on this list also merged with items in the Amenities factor. Having removed four 
items from the list, this resulted in a total of 52 items. These 52 remaining items, the 13 factors, and the loadings are 
presented in Table 2. 
Table 2. Factor Loadings 
Factor Item Loading 
Core 
Tourism 
Experience 
Closeness to nature 
Natural beauty 
Opportunity to relax without interference 
Sight-seeing and leisure/recreational facilities at the tourist spots 
Quiet and peaceful atmosphere 
Ambience for having a relaxed and leisurely time 
0.86 
0.80 
0.78 
0.77 
0.75 
0.67 
Information 
Center 
Availability of tourist information centers at the tourist spots 
Availability of tourist information centers at the place of stay 
Availability of tourist information centers in Pattaya 
0.87 
0.86 
0.79 
Personal 
Information 
Personal guidance at the tourist spots   
Personal guidance in the tourist bus  
Ease of communication with people in a language that both you and the local people are comfortable with 
0.83 
0.83 
0.64 
Hospitality Responsiveness of the staff at the place of stay to solve complaints  
Trustworthiness of the place of stay 
Courtesy of the staff at the place of stay 
Attitude of the staff at the place of stay towards female tourists 
Responsiveness of people outside of the place of stay to help 
Courtesy of people outside of the place of stay  
Attitude of people outside of the place of stay towards female tourists  
Courtesy of people outside the place of stay  
Co-tourists’ attitude and behavior 
0.82 
0.81 
0.79 
0.79 
0.79 
0.78 
0.76 
0.74 
0.54 
Fairness 
of Price 
Fairness of taxi/auto rickshaw/bus fares (i.e. same rates for residents and tourists) 
Fairness of the prices of good in shops (i.e. same price for residents and tourists) 
Fairness of the cost at the place of stay (i.e. same rates for domestic and foreign tourists) 
Fairness of cost at the tourist spots (i.e. same entrance fee for domestic and foreign tourists) 
0.82 
0.81 
0.70 
0.45 
Hygiene Cleanliness and hygiene of the restaurants outside of your place of stay 
Cleanliness and hygiene at tourists spots and places of visit   
Cleanliness and hygiene condition of the street  
Hygiene level of the food 
Cleanliness and hygiene at the place of stay 
0.80 
0.80 
0.80 
0.74 
0.72 
Distraction Possible disturbance by traffic congestion  
Possible disturbance by hawkers  
Possible disturbance by beggars 
0.91 
0.90 
0.86 
Amenities Telecom connectivity while travelling 
Money exchange facilities in Pattaya 
0.73 
0.72 
Pub Operating hours of pubs and beer parlors in and around the place of stay  
Availability of pubs and beer parlors in and around the place of stay 
0.93 
0.92 
Value of 
Money 
 
Price worthiness of the local conveyance (e.g. buses, taxis, and auto rickshaws)  
Price worthiness of the goods in the shops 
Price worthiness of the tour package   
Price worthiness of the food at the restaurants outside of your place of stay  
Price worthiness of the accommodation 
0.81 
0.80 
0.77 
0.72 
0.61 
Logistics 
 
Condition of the infrastructure at the tourist spots   
Condition of infrastructure on the way to the tourist spots 
Accessibility of the tourist spots   
0.88 
0.87 
0.87 
Food 
 
Availability of food (that you would prefer to eat) at the restaurants outside of your place of stay 
Taste of the local food at your place of stay 
Availability of food (that you would prefer to eat) at restaurants at your place of stay 
Taste of the local food at the restaurants outside of your place of stay 
0.85 
0.84 
0.79 
0.78 
Security Security at the place of stay 
Security of the transportation (e.g. buses, taxis, and auto rickshaws) 
Security at the tourist spots and the places of visit 
0.87 
0.85 
0.81 
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In step five, an examination involving multiple linear regression was performed. Prior to this, however, it was 
determined that the two factors Amenities and Logistics had a very strong relationship with a correlation of 0.98 and 
a tolerance of less than 0.10. Moreover, the Variance Inflation Factor (VIF) was calculated to be more than 10 and 
this caused a multi-collinearity problem (O’brien, 2007). Hence, those two factors were combined into one, resulting 
in a total of 12 factors.  
These 12 factors were then used as predictors of recreational and/or cultural heritage tourism. The results of the 
multiple regression analysis showed that Personal Information, Value for Money, Core Tourism Experience, and 
Food had a significantly positive impact on recreational tourism. On the other hand, Distractions had a significantly 
negative impact on recreational tourism, which was to be expected. 
The regression analysis also found that Pubs, Amenities and Logistics, Core Tourism Experience, and Food had a 
significantly positive impact on cultural heritage tourism. The results of the regression are illustrated in Figs. 2 and 
3. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 2. Factors that have a Positive (or Negative) Impact on Recreational Tourism 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 3. Factors that have a Positive Impact on Cultural Heritage Tourism 
 * *** 
*** *** 
TOURISM 
TOURISM EXPERIENCE FOOD
PUBS LOGISTICS AND AMENITIES 
POSITIVE IMPACT 
*** SIGNIFICANT AT THE 1% LEVEL 
 
 **  SIGNIFICANT AT THE 5% LEVEL 
NEGATIVE IMPACT 
POSITIVE IMPACT 
* *** 
* 
*** 
*** 
RECREATIONAL TOURISM 
PERSONAL INFORMATION DISTRACTIONS VALUE FOR MONEY 
CORE TOURISM EXPERIENCE FOOD 
*** SIGNIFICANT AT THE 1% LEVEL 
  *   SIGNIFICANT AT THE 10% LEVEL 
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4. Conclusion 
For any business, it is crucial that the management know their customers. This paper was written to help the 
Pattaya tourism industry better understand the nature of their Russian customers. With that goal in mind, 420 
questionnaires were distributed to Russian tourists in that city. After examining the completed questionnaires using 
factor and multiple regression analyses, it was clear that both recreational and cultural heritage Russian tourists 
essentially visit Pattaya for two reasons: 1) the beach resort city offers them a nice place to relax in a very natural 
environment and 2) these foreigners love to eat Thai food. With this knowledge, the municipality of Pattaya City can 
now take appropriate action to ensure that Russians keep coming to visit Pattaya.   
Knowing that a pristine environment appeals to the Russians, the Thai government can address the biggest threat 
to this area. Cheevaporn and Menasveta (2003) pointed out that untreated municipal and industrial waste water is a 
serious problem for this country due to the limited number of waste water treatment facilities. It was estimated that 
60-70% of domestic waste from Bangkok is discharged without prior treatment into the Chao Phraya River (and 
eventually the Gulf of Thailand). This is a concern for the city of Pattaya because it is located directly on the Gulf of 
Thailand and is only 130 km away from the megalopolis of Bangkok. 
To ensure that Russians continue to enjoy the scrumptious Thai food in Pattaya City, the issue of food hygiene 
should be addressed. According to Rack et al. (2005), diarrhea is the most frequent health problem for travelers in 
the tropical regions of the world. To guarantee that the food is of a high quality, stricter food safety requirements can 
to be put in place. For instance, the authorities in Pattaya might want to consider grading eating establishments and 
food stalls. This practice has proven to improve food hygiene in Singapore (NEA, 2013).   
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